Relationship marketing aims to build and maintain relationships between customers and organizations. While keeping customers loyal is a key objective for service firms such as travel agencies, critical antecedents of customer loyalty still need to be understood. This study aims to empirically investigate the associations among relational bonds (including, financial, social and structural), customer emotions, trust, commitment and customer loyalty. The research is based on data collected from 319 Jordanian customers of Jordan travel agencies. The results of an integrated SEM suggest that financial, social and structural relational bonds contribute to customers' emotions and that these emotions are important determinants of customer trust, which impact customer commitment. In return customer commitment predicts customer loyalty. Implications for research and practice are derived.
Introduction
Relationship marketing is of considerable interest both academically and practically (Berry, 1995; Payne, 2000; Egan, 2004) . The term 'relationship marketing' was introduced in the context of professional services by Berry (1983) . Subsequently, the 'relationship marketing' concept became globally accepted as a new paradigm in the 1990s (i.e., Crosby, Evans & Cowles, 1990; Grönroos, 1994; Gummeson, 1995; Morgan & Hunt, 1994; Sheth & Parvatiyar, 1995) . This new paradigm includes a range of marketing activities (Palmer, 2000) , shifting emphasise from short-term transactions to long-term relations (Dwyer, Schur & Oh, 1987; Lin, Weng & Hesieh, 2003) , and aims to retain profitable customers and make them loyal by building a strong relationship. This is imperative because it has been suggested by many authors that loyalty is a relational phenomenon (e.g., Jacopy & Kyner, 1973; Sheth & Parvatiyar, 1995) . Thus, it is considered as the most important aspect of buyer-seller relationships (Palmer, 1994) , central to the paradigm of relationship marketing (Hart, Smith, Spark & Nikolaos, 1999) . The significance of this concept generates from the idea that maintaining a loyal customer is five to ten times more profitable than acquiring a new one, because: (i) the cost of serving loyal customers is less, (ii) fewer loyal customers are price sensitive and (iii) loyal customers spend more with the company (Berry & Parasuraman, 1991; Bowen & Shoemaker, 1998; Dowling & Uncle, 1997; Noon, Kimes & Renaghan, 2003; Tepeci, 1999) .
For these reasons, travel agencies like other service providers are keen to maximize favorable customer intentions, particularly customer loyalty (Lobo, Maritz, & Mehta, 2007) . To achieve this goal, it has been widely accepted that relational bonds are cornerstones for keeping customers loyal to the firm (Berry, 1995; Wang, Liang, & Wu, 2006) . Furthermore, customer relationships cannot exist without emotional content (Barnes, 1997) and successful relationships require trust and commitment (Morgan & Hunt, 1994) . However, how customer loyalty is achieved based on the relationships between these important antecedents remains neglected in the previous research. Therefore, the purpose of this research is to empirically investigate the association between relational bonds (including financial, social and structural), customer emotions, trust and commitment and treat them as critical determinants of customer loyalty.
Literature Review and Conceptual Framework

Relational Bonds
Relational bonds have been defined as "psychological, emotional, economic, or physical attachment in a relationship that are fostered by association and interaction and serve to bind parties together under relational exchange" (Smith, 1998, p.78) . Early work by Berry and Parsuraman (1991) and Berry (1995) , identified relationship marketing as being practiced on multiple levels using three broad categories of bonds to secure customer loyalty, moving from financial to social and then on to structural bonds. The first level involves financial bonds or incentives (Lin et al., 2003) . The second level of relationship marketing focuses on the social bonds that develop personalisation and emotional connections in the relationship (Han, 1991) . The third level of relationship marketing involves structural bond or solutions to customer problems (Smith, 1998) . Following Berry and Parsuraman's (1991) classification, the three types of relational bonds (including financial, social and structural) have been widely used in previous research, particularly within the tourism and hospitality contexts (e.g. Campbell, John & Phillip, 2006; Jain and Jain, 2005; Moliner, Sánchez, Rodríguez, & Callarisa, 2006 ).
The research model and the hypothesized relationships among its variables which are all developed based on relevant literature. As shown in Figure 1 , the model consists of seven interrelated latent variables: financial bonds, social bonds, structural bonds, emotion, trust, commitment and behavioural loyalty. Financial bonds are usually referred to as frequency marketing or retention marketing, where the service provider uses economic benefits such as price, discounts and other financial incentives to secure customer loyalty (Berry & Parsuraman, 1991; Berry, 1995; Hsieh, Chiu, & Chiang, 2005; Lin et al., 2003) . Smith (1998, p.79) proposes that within business-to-business financial incentives are functional bonds or "the multiplicity of economic, performance, or instrumental ties or linkages that serve to promote continuity in a relationship". Functional bonds are created through economic, strategic, technological (knowledge or information), and instrumental (product or service related) benefits that are derived by the parties. Moreover, non-monetary time saving processes have also been proposed as a finical bond (Lin et al., 2003) .
Pervious empirical research has found that financial bonds need to be modelled in addition to other relational bonds in consumer market, such social and structure, as saving money is only one motivation for engaging in a relationship with the service providers (Berry, 1995; Hsieh et al., 2005; Liang & Wang, 2008; Lin et al., 2003; Peterson, 1995; Wang, Liang & Wu, 2006) . Within a tourism context, financial bonds would include loyalty programs where members can obtain free or discounted travel services and reward cards (Palmer, 2000) . For example, Delta Airlines offers a cumulative points reward such as a "corporate privilege" program that links the Fort and Le Meridien Hotels and Resorts through a SkyMiles partnership. Delta Airlines describes the offer of this program as "what a good relationship is made of" (Stern, 1997, p.9) . This kind of offer, according to Stern, makes Delta capable of establishing a relationship that can transform harried, stressed, groups of passengers into relaxed, comfortable, loved individuals. Therefore, the following hypothesize is posited: H1a: Financial bonds will positively affect customer emotions.
Social Bonds and Emotions
In an early work, Han (1991, p.61) describes social bonds as "the degree to which certain ties link and hold a buyer and seller together closely in a personal (emotional sense). Such ties consist of many aspects including familiarity, friendship, social support, staying in touch, self-disclosure, or any interpersonal interaction". These aspects measure the strength of personal relationship between two parties, buyer and seller. Zithaml and Bitner (1996) addressed that social bond can be derived from customer-provider interactions and friendships in addition to customer-customer interactions. In customer-provider interaction, marketers always stress on staying in touch with their clients, learning about their needs, expressing their friendship (Berry, 1995; Williams, Han & Qualls, 1998) and sharing their values (Voss & Voss, 1997) . Friendship and closeness in long-term relationships between service providers such as travel agencies and their customers are deemed to be important. That is, social bonds link and hold buyer and seller together in personal relationships that result in a positive emotional attachment (Han, 1991) . Conversely, termination of personal relationships is a significant source of emotional stress (Dwyer et al., 1987) . With that in mind, the following hypothesis is proposed: H1b: Social bonds will positively affect customer emotions.
Structural Bonds and Emotions
Structural bonds are considered to be the highest level of bonding within relationship marketing because the fact that companies can strength their relationships with customers by adding structural bridges in addition to the financial and social bonds (Berry, 1995; Campbell et al. 2006) . Structural bonds exist when a business enhances customer relationships by offering solutions to customer problems in the form of service-delivery systems, rather than remaining dependent upon the relationship building skills of individual service providers (Lin et al., 2003; Sheth & Parvatiyar, 2000) . This type of bonds is necessary for tourism services, because they provide embedded value-adding services for customers that are not readily copied by a competitor (Berry & Parasuraman, 1991) . For instance, hoteliers use of telecom and IT facilities for enhancing guest services, latest technology for better quality of services , expertise of service professionals in their areas of operation, providing relevant information to the guests, relying on the organization for taking decisions for their benefit and welfare, and careful evaluation of the guest's needs (Jain & Jain, 2006) . That is, competitors find difficulty to emulate such services due to the high costs in transformation. Since structural bonds build customer feelings of 'empowerment' and offer some level of psychological control to customers in the buyer-seller relationship (Peltier &Westfall, 2000) , we hypothesize that: H1c: Structural bonds will positively affect customer emotions.
Emotions and Trust
Emotions have been described as "a mental state of readiness that arises from cognitive appraisals of an events or thoughts; has a phenomenological tone; is accompanied by physiological processes; is often expressed physically; and may result in specific actions to affirm or cope with the emotion, depending on its nature and the person having it" (Bagozzi, Gopinath & Nyer, 1999, p. 184) . It is suggested that emotions are specific to a product (Holbrook, Chestnut & Oliva, 1984) , service (Price, Arnould & Tierney, 1995) , consumption experience (Richins, 1997) , advertisement (Batra & Holbrook, 1990) , or the relationship between buyer and seller (Barnes, 1997 , Ruth, Brunel & Otens, 2004 . Researchers in relationship marketing have used different scales to investigate the role of emotions. For example, in an attempt to assess the closeness of relationships, Barnes (1997) acknowledged that these cannot exist without emotional content, and adopted ten different emotions (five positive and five negative) to focus on the concept of emotional tone (which is the difference between total positive and total negative emotions; i.e. it is positive if positive emotions are stronger than negative emotions). Liljandar and Strandvik (1997) included seven emotions (three positive and four negative) and argue that emotions could be presented in all interactions between the customer and service provider. As a result, past experiences may affect perceived emotions either positively or negatively. Similarly, Ruth et al. (2004) maintain that once positive or negative emotions are experienced, the overall preconceptions of the recipients to their relationship are also positive or negative. In their affect on other relational outcomes, Guerrero, Anderson and Trost (1998) argue that recipients experience multiple emotions that may systematically correspond to relationship outcomes. Further, Yizhen, Zhiwei and Ying (2012) assert a positive relationship between affect and trust. Liang and Wang (2008) posit a positive relationship between emotion and trust. However, the effect of experienced emotions in customer relationships considered as a factor of an affective and cognitive structure influencing outcome which has not been discussed and empirically studied in marketing literature (Sanchez-Franco & Rondan-Catalun, 2010) . In response, we propose that if travel agencies aim to keep their customers loyal, trust should be modeled as a consequence of customer emotions. This particularly important because when a person has been asked to give trust in an unfamiliar situation, then incidental gratitude and happiness increases trust, whereas incidental anger decreases trust (Dunn & Schweitzer, 2005) . Consequently, the following hypothesis is advanced:
Trust and Commitment
Authors of relationship marketing in general agree that trust is one of the most important dimensions framing the relationship between buyers and sellers (e.g. De Wulf et al., 2001; Lin et al, 2003; Morgan & Hunt, 1994; Wang et al., 2006) . The development of trust is thought to be an important result of investing in dyadic buyer-seller relationships (Gundlach, Achrol & Mentzer, 1995) . Chow and Holden (1997) argue that the more trusting a relationship, the higher the value a customer places on the relationship. In return, the customer is more likely to maintain a trusting relationship than risk uncertainty in the building of new exchange processes. That is, uncertainty implies a potential for service failures and thus negative outcomes (Crosby et al., 1990) .
In conceptualizing trust, authors usually distinguish between two types: trust in an entity's credibility and trust in an entity's benevolence (Kumar, Shcheer, & Steenkamp, 1995) . The first one focuses on the extent to which customer believe that service provider's word can be riled on, they are sincere and they will perform their role effectively and reliably (Ganesan, 1994; Kumar et al., 1995) , while the second one focuses on a customer's perception of the extent to which the service provider is concerned about the welfare of the customer (Kumar et al., 1995) . These two dimensions, therefore, has been used to capture trust in this study.
Previous research (e.g., Beatty, Coleman, & Reynolds, 1996; Gundlach & Murphy, 1993; Ramsey & Sohi, 1997; Schurr & Ozanne, 1985) posits that trust positively affects commitment. Furthermore, De Wulf & Odekerken-Schroder (2003) assert the positive relationship between trust and relationship commitment. They state that this relationship often; (i) reduces perceived risk, (ii) increases the confidence of the buyer, and (iii) reduces the transaction costs in an exchange relationship. Thus it is expected that such benefits often build attachment and create a desire to continue the relationship (Andaleeb, 1996; Ganesan, 1994) . However, the current study is one of few studies investigating the relationship between trust and commitment in travel agency services industry context. Therefore, the following hypothesis is proposed: H3: Customer trust will positively affect customer commitment.
Commitment and Behavioural Loyalty
Since the main objective of relationship marketing is to establish and maintain long-term relationships that translate into customer loyalty (Bowen & Shoemaker; 1998; Kurtz & Clow, 1998; Too, Souchon & Thirkell, 2001) , customer loyalty has been treated as the final dependent variable in this study. At a general level, loyalty can be described as "something that consumers may exhibit to brands, services, stores, product categories (e.g., cigarettes), and activities (e.g., swimming)" (Uncles, Dowling, & Hammond, 2003, p.295) . Relationship marketing literature (e.g., De Wulf et al., 2001; Liang & Wang, 2008) has viewed customer loyalty as behavioural. This is particularly evident when it is linked with commitment. From behavioural perspective, loyalty generally has been defined in terms of purchases measures over a defined period of time. For instance, De Wulf et al. (2001) defined behavioural loyalty as a composite measure based on consumer's purchasing frequency and amount spent at a retailer compared with amount spent at other retailer from which the consumer buy. These measures include purchasing frequency (i.e., Liljander and Strandvik, 1993), proportion of purchases (i.e., Backman& Crompton, 1991), purchase sequence (i.e., Kahn Kalwani & Morrison, 1986) , and probability of purchase (Massey, Montgomery, & Morrison, 1970) . Accordingly, this study views customer loyalty as behavioral Berry and Parasuraman (1991, p.139) maintained that "relationships are built on the foundation of mutual commitment," and according to Morgan and Hunt (1994) commitment is regarded as an essential component for successful long-term relationships. It has also been considered to be an important outcome of good relational interaction (Dwyer et al., 1987) . Commitment has been defined in different ways. For instance, Moorman, Zaltman & Deshpanede (1992, p.312) viewed commitment as "enduring desiger to maintain a valuded relationship". Morgan and Hunt viewed it as "an exchange partner believing that an ongoing relationship with another is so important as to warrant maximum efforts at maintaining it" (1994, p.23).
In reviewing the literature, it has been suggested that commitment could be either affective, continuance, or normative. However, relationship marketing authors in general opertionalise commitment as affective commitment (Fullerton, 2005) . This type of commitment has generally been treated as an attitudinal construct (Gundlach et al., 1995; Fullerton, 2005) . In addressing the significance of this component, Roberts et al. (2003) acknowledged that of the various kinds of commitment, only affective commitment influences the degree to which a consumer wants to maintain a relationship with the firm. Therefore, we view commitment in this study as affective.
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International Journal of Marketing Studies Vol. 5, No. 6; Commitment has been found to have a positive impact on customer loyalty. Reichheld & Sasser (1990) argue that committed customers are less likely to switch to a competitor simply due to a minor price increase, and thus tend to spend more than comparable non-committed customers. Gruen (1995) sees commitment as the motivator to act, rather than the act itself, and Too et al. (2001) found that customer loyalty was related positively to customer commitment to the relationship with their store. They hypothesized that commitment to the relationship between the company and the customer affects the level of customer loyalty. Furthermore, researchers including Garbrino & Johnson (1999), Pritchard, Arnould & Tierney (1999) , and Fullerton (2005) found that commitment positively affects customer retention. Therefore, the following hypothesis is formulated:
H4: Customer commitment will positively affect behavioural loyalty.
Methodology
Measures
A self-administered questionnaire was used to collect the data to empirically examine the model. The questionnaire was developed using a 7-point Likert type scale ranging from (1= strongly disagree) to (7 = strongly agree), with the exception of the emotions construct which was represented on scales ranging from (1 = never) to (7= very often). Because participants are non-English speakers, translation and back-translation procedure of the instrument was used as recommended by methodological authors (Brislin, 1973; Malhorta, 1996) . In total, 39-items were adapted from previously tested and commonly used scales. The 19-items developed by Lin et al. (2003) were adapted to measure relational bonds, including financial, social and structural. Eight items developed by Barnes (1997) , Rust & Oliver (2000) , Barky & Nash (2002, and Ruth et al. (2004) were used to measure emotions. Nine items developed by Robert et al. (2003) were utilized to measure trust and commitment (i.e. 6-items were used to measure trust and 3-items were used to measure commitment). Behavioral loyalty was measured by adapting three items developed by Too et al. (2001) . The instrument was pre-tested to ensure that the questions were clearly understood and there was no ambiguity among them.
Sample
The sample of this study was randomly selected and consists of loyal customers who were Jordanians and bought their packages from travel agencies in Jordan. Prior permission and co-operation was sought from five well common selected agencies in Jordan. To identify loyal customers, we used the definition that 'loyal customer' were individuals who used the services of a travel agent in the past 12 months (Lobo et al., 2007) . The questionnaire was handed over face-to-face to 1200 travelling agency customers in Jordan. Among 367 received questionnaires, 319 were usable and used for further analysis, yielding a final response rate of 26 percent. The final sample consisted of 107females (33.6 percent) and 212 males (66.4 percent). The majority (29.6 percent) of the subjects were in the age group of 45-54. Results also shows that most of them were tertiary educated, as 51.9 percent had completed an undergraduate degree.
Results
To test the proposed theoretical model, we used the two-stages approach of structural equation modelling (SEM) recommended by Anderson & Gerbing (1998) . The first stage (i.e. the measurement model) deals with the reliability and validity of the constructs, while the second stage (i.e. the structural model) deals with testing the hypothesized relationships.
Exploratory Factor Analysis
The analysis started by examining the structure and dimensionality of the study constructs using exploratory factor analysis (EFA) and reliability analysis. After examining the pattern matrix of the EFA, all items had loadings greater than 0.4 and communalities greater than 0.5. Therefore, we ended up with 4 questions measuring financial bonds (FB), 4 questions measuring social bonds (SB), 4 questions measuring structural bonds (STB), 4 questions measuring emotions (EMOT), 3 questions measuring trust (TRU), 3 questions measuring commitment (COMM) and 3 questions measuring behavioural loyalty (BELO).
Measurement Model
We evaluated the measurement and structural equation models (SEM) using AMOS. The measurement model includes 25 indicators, and we provide its results in Table 1 including the standardised factor loading, standard error (SE), t-values, reliability, and average variance extracted (AVE). The standardised factor loadings (λ) are all greater than .6. The composite reliabilities are all within the 'acceptable' range of greater than .70 (Hair et al., 1998) . Moreover, AVE by each construct exceeds the minimum value (.5 or above) recommended by Hair et al. (1998) , indicating convergent validity. The square roots of the average variance extracted by each construct exceed the correlation between them (Table  2) , demonstrating discriminant validity. Thus, our instrument had satisfactory construct validity (Anderson and Gerbing, 1988; Fornell and Larcker, 1981) . The results of the measurement model demonstrated that the data reasonably fit the model; χ2 =301.055, χ2/df =1.185, GFI = .933, AGFI = .914, CFI = .977,TLI = .973, RMSEA = .024. The figures under the diagonal are the Pearson (R) correlations between the variables. Diagonal elements are square roots of average variance extracted.
Structural Model
The hypothesised model achieves a chi-square of 485.275 (df =269), x 2 /df =1.804, p < 0.001, with GFI of .914, CFI of .910, and RMSEA of .054. These results indicate that the model fit the data adequately (Byrne, 2010; Hair et al., 1998 ) for emotions = .56, trust = .48, commitment = .30, and behavioural loyalty = .51.
Discussion, Conclusion and Implications
This study empirically developed our understanding regarding the importance of relational bonds, customer emotions, trust and commitment as crucial determinants in keeping customers loyal. Our results suggest that travel agencies in Jordan should look at relational activities as the main antecedents to enhance customers' positive emotions. In accordance with previous literature suggestion, we find that the three types of relational bonds, including financial, social and structural have a significant impact on emotions. For instance, receiving rewards from interaction with another party can make customers of travel agencies feel happy (Kelly, 1984) . Also, using social bonds between travel agencies and customers link and hold them in interpersonal manner that result in a positive attachment. Furthermore, a significant relationship between structural bonds and emotions is implied when innovative products or different ways of interaction are provided by travel agencies to their customers.
As we proposed in our model, we find that emotions impact customers' level of trust. This suggests that as long as customers were happy with the relationships they have with their travel agencies, their trust will increase and vice versa if they were angry (Dunn & Schweitzer, 2005) . Our results also clearly reveal a significant relationship between trust and commitment, indicating that the more trust customers have in a travel agency the higher relationship commitment will be. In other words, once consumers feel trust with a travel agency's relationship efforts, customers' commitment to that travel agency become stronger. We find that the relation between commitment and behavioural loyalty is positive. Consumers' commitment to a travel agency has positive effects on consumers' behavioural loyalty. Therefore, commitment is only an antecedent of behavioural loyalty (Liand & Wang, 2008) .
Service managers should take into account that keeping customers loyal is not an easy job to do, because the development and sustainability of customer loyalty is difficult and still surrounded with some ambiguity in terms of its determinants (Liang & Wang, 2008) . However, there is a necessity to achieve customer loyalty, because previous research on tourism maintains that a small increase in loyal customers will result in a substantial increase in profitability (e.g. Bowen & Shoemaker, 1998; Tepeci, 1999) . With that in mind, our findings have implications for mangers of travel agencies. There is a need to implement relational strategies such as, financial, social and structural, as they are important and it seems that customers take them as granted. These relational strategies should be designed in a way that influnce relational outcomes. For instance, travel agencies' customers are more able to show positive emotions and high level of trust and commitment if the implementation of relational strategies exceeds their expectations or at least meets them because they are associated with each other. This suggests that these relational outcomes are crucial in developing and maintain customer loyalty and mangers should pay attention to them.
Limitations and Directions for Further Research
We admit having the following limitations. First, caution might be taken about generalising the results of this study, as it reflects Jordanian customers'. In investigating relationships, Sheth & Partivayar (1995) point out that because of culture differences customers may see their relationships with their service providers differently. This therefore requires more cross-cultural research to see whether customers from other cultures have similar views, or there is something special to Jordanian customers. Second, this research investigates the hypothesized model in the context of travel agencies. Future research could see whether the results will be different according to different industries. Finally, additional research is required to expand our understanding of the constructs used in this research, by using different ways to investigate them. For instance, Barsky & Nash (2002) provide us with certain words for positive emotions that loyal customer feel during their stay at five-star hotels. Therefore, there is a need to understand whether customers of travel agencies express their feeling by using certain positive or negative words.
